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Abstract 
Marketing strategy is an integrated set of choices about how we can create and capture value 
over long periods of time. In other words, a strategy that determines how an organization can reach 
its marketing objectives; for example, it should focus on which markets and products and how much 
it should spend on marketing activities. The present study aimed to determine a framework for 
selecting the best marketing strategy. For determining this framework the decision making 
techniques of MCDM were used to specify the level of dependency between the factors and the 
ANP technique was applied to determine the weight of criteria and then TOPSIS technique was used 
for rankings. The present study that has been conducted at the Emdad Khodro Company of Iran tried 
to examine the marketing strategies of this company in order to increase the market share of 
services, develop the network of services and create new business. The findings show that among 
the strategies of the company, the strategy of creating new business is most important and then the 
strategies of developing the network of services are in priority. Therefore, the mentioned company 
should enter new business because the company has partially progressed in the field of developing 
the network of services and also enjoys a good market share. Also, according to the results of the 
analysis of network process, it can be said that the most important factors for selecting the best 
marketing strategy include the innovation capability, managerial capability and quality of services of 
the discussed company and in order to gain a competitive edge the company can capitalize on them 
effectively. 
Keywords: marketing strategy, optimization, decision-making, ANP, TOPSIS, priorities 
Introduction 
Marketing is a social and managerial process by which individuals and groups meet their 
needs and demands through creating and exchanging products with each other (Kotler, 1997). In 
fact, it can be said that marketing involves all activities that in the gap between the production and 
consumption of goods and services lead to the acceleration in the conduction course of goods or 
services towards the consumer. Marketing encompasses a wide range of activities including raw 
material purchase, production, sales, etc., and after-sales services. Decision making is expressed as 
an integral part of the managerial literature. People like Simon and Drucker view management as 
synonymous with decision-making process. At the beginning, due to the specific attitude of classical 
view of management, it was considered that only the managers have right to make decisions. But 
from the 1950s onwards, researches that have been conducted in the field of behavioral aspects, the 
nature of decisions, the theories and process of decision-making changed this attitude. On the other 
hand, discussions related to the statistics, mathematics and quantitative models were also proposed 
as a useful tool for making decisions (Bagherian, 2001). Marketing strategies can evaluate and 
examine a large number of complex factors. MCDM methods can be used during the evaluation and 
selection of strategies. Formerly, marketing strategy was defined as a statement that determined the 
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direction of the organization in achieving marketing objectives (Kotler & Armstrong, 2001). Usually 
the aim of decisions that are adopted in line with the marketing strategies is to increase the customer 
satisfaction and earn more profit for their organization (Jaworski and Kohli, 1993). It seems that the 
useful and effective strategies are for creating competitive advantages. Although, the existence of 
other functional strategies is also required (Seyed Javadein et al., 2004). Most of the decisions of 
managers are affected by the qualitative and quantitative factors that most of them are at odds with 
each other and managers try to select the best option among the several options. One should pay for 
the mistakes and failures which are resulted due to confusion and inaccuracy in decision-making. 
The more the power and authority of the management, the cost of a wrong decision will be higher 
(Ghodsi Pour, 2002). In many cases, the result of decision-making is appropriate and satisfactory for 
the decision maker when the decision is made on the basis of several criteria. By criteria we mean 
indices that are used after scoring and it indicates the level of score of every person in decision 
making which is proposed in two forms of index and objective (L.Saaty, 2002). 
In these methods, several indicators are evaluated simultaneously for being properly used. In 
the first step, criteria and sub-criteria of strategy selection were compared by ANP technique and the 
priorities were determined among the criteria. Then, by using the TOPSIS technique, the best 
strategy is selected. TOPSIS technique is based on the notion that the most appropriate option 
should have the minimum distance from the positive ideal point and the maximum distance from 
negative ideal point. The concept of TOPSIS is logical and understandable and the calculations 
which are employed in it are not complicated. However, an inherent problem of allocation of the 
reliable and credible subjective preferences to the criteria should be considered in this technique. 
The aim of the present study is to determine how it is possible to rank the strategies of Emdad 
Khodro Company of Iran by using multi-criteria decision-making methods (MCDM). Results of the 
research are applicable and useful for researchers and particularly for the Emdad Khodro Company 
that has outlined a prospect and long-term horizon for itself and accordingly, it should implement 
strategic planning and prioritization and should select the most appropriate strategy on the basis of 
the weight and importance of the determinative factors and criteria. 
Literature and framework of the related studies 
So far, the multi-criteria decision-making models have been used widely in various fields. In 
the meantime, it can be referred to a study in which researchers tried to select the best suppliers by 
using the techniques of TOPSIS and ANP. The obtained results indicate that many manufacturing 
and servicing organizations are dependent on each other for the production of goods or supply of 
services therefore, continuation of the success of the organization is dependent on the suppliers who 
should have high quality and excellence. Thus, selection of suppliers should be based on the special 
principles and criteria in order to minimize the risk of outsourcing activities. Therefore, to reduce 
this risk, the identification, selection and evaluation of suppliers should be established and 
implemented on the basis of systematic and scientific process (Alam Tabriz et al., 2009). In a study, 
for a financial evaluation, Analytical Hierarchy (AHP) and Data Envelopment Analysis (DEA) were 
used and a model was presented that its output specified the more efficient units (Cai and Wu, 
2000). Also, a study was conducted to evaluate the financial performance in which the Fuzzy 
Analytical Hierarchy and TOPSIS were used. 
The first method was employed to determine the weight of financial ratios then, in the 
second method, through the use of these weights, companies were ranked in cement industry of 
Turkey (Ertugruland Karakasoglu, 2007). In the research that was concerned with the selection of 
operating systems, fuzzy replacement analysis and fuzzy hierarchical analysis were applied (Tolga 
et al, 2005 ). 
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In another study that was conducted to identify and develop strategies, through the use of 
techniques of decision-making models, the researcher concluded that the most important factor in 
the selection of a strategy for the studied X company is the existence of skilled and specialized 
workforce and also, for the strategic planning, the relevant company should focus on its strengths 
and weaknesses with regard to the environmental threats (Seyed Alizadeh, 2014). 
A study was conducted for weighing and ranking of the effective factors on customer 
satisfaction in the automobile industry by using the AHP technique and it was concluded that in 
comparison to other factors, features and specifications of the automobiles had the highest weight on 
customer satisfaction (Firuzian et al., 2006). 
In order to evaluate the financial performance of airlines in Taiwan, Grey Relational 
Analysis was applied in categorization of financial ratios and in the final ranking of the companies 
the fuzzy multiple criteria decision making was used (Wang, 2008). 
Also in Iran, in order to rank industries on the basis of economic indicators, the AHP method 
was used (Jabbari, 2000). 
In an article that was conducted for evaluating the economic performance of listed 
companies in Tehran Stock Exchange, financial indicators were weighted by using the entropy 
method, then through the use of TOPSIS, the rank of the 170 companies were determined in 13 
separate industry in Tehran Stock Exchange (Momeni et al., 2004). 
Also, in a study, among six strategies including the investment, design, development, 
participation, discovery and modernization, contract with lead and zinc company and sustainable 
strategy, investment was selected as the best strategy for Dona Mineral Company (Monzavi, 1995). 
MCDM techniques have also been used for capital budgeting. 
In a study, entitled “Application of Multi-Criteria Decision-Making Techniques in Capital 
Budgeting” since TOPSIS technique focuses on the financial and non-financial aspects that affect 
the profitability of the project in the future, this technique was used and the obtained results indicate 
that the use of TOPSIS results in the optimal selection along with the correct ranking of options and 
also effective decision-making that the realization of the non-financial aspects will cause long-term 
profitability of the project (Hamidi et al.). 
Also in the study, entitled “Ranking of Cement Firms in Tehran Stock Exchange with Hybrid 
Approach” through the combination of AHP and TOPSIS methods, companies in Tehran Stock 
Exchange's cement industry were ranked. Also, one of the important results of this research was the 
demonstration of the superiority of diagnostic power of hybrid approach in comparison to the non-
hybrid approach of TOPSIS technique (Danesh Shakib et al., 2009). 
By the application of AHP method, a researcher tried to analyze and make decisions about 
the selection of Information Technology (IT) from extra organizational resources (Godwing, 2000). 
Also, in 2001 by using AHP method a researcher investigated the relationship between the 
profitability with the export of products (Muller et al., 2001). 
Methodology 
In terms of objective, the present research is an applied research. The library method was 
employed in the research literature and data collection and to determine the weights of criteria the 
opinion of experts of Emdad Khodro Company of Iran were used. Hence, the field method and 
questionnaires were used. On the other hand, given the fact that this research is not based on 
statistical analyzes there is no need to determine the statistical population and statistical sample in a 
particular sense. In the present study, marketing strategies of the considered company in 2015 were 
evaluated. 
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Figure 1: The relationship of dependence between evaluation criteria 
Note: MC: Managerial Capabilities, CLC: Customer Linking Capabilities, MIC: Market 
Innovation Capabilities, HRA: Human Resource Assets, RA: Reputational Asset, CS: 
Customer Satisfaction, SQ: Service Quality 
Introducing Iran Khodro Company 
Emdad Khodro Company of Iran was established in February of 2000 in order to complete 
after-sale service chain of Iran Khodro Company’s products and with the aim of expanding 
emergency, clinical and other related services to other automobiles and it started executional 
activities of the automobiles from the March of 2000. The company has been able to provide its 
services in the shortest possible time and in accordance with international standards to its customers 
throughout the country through the utilization of proper hardware and software systems and creation 
of modern and mechanized methods has assumed the management of emergency operations and by 
using the principles of modern management, equipping vehicles by providing spare parts, staff 
training, surveys, receiving reports and feedbacks from the provided services, controlling and 
inspection of operations and processes and by creating an optimal network of various teams in the 
form of rescuer of the company, agency, representative and contractors. The company is a servicing 
company that has been established with the aim of providing after-sales services for passenger cars 
with less than ten years of life and for supporting local products. The importance of services of this 
company is due to the first relationship of product with the manufacturer immediately after delivery 
of the vehicle to the customer that will continue in subsequent years and it is considered as pioneer 
in chain of after-sales services and emergency and special services. Emdad Khodro Company of Iran 
through the provision of a convenient and complete service portfolio including notification, 
emergency services, supply of original spare parts and accessories, implementation of special 
service projects and courtesy card has started a new era of automobile emergency activities 
throughout the country and it continues to move forward with significant qualitative and quantitative 
development along with the scientific and systematic attitude towards the provision of the ultimate 
goal of the emergency services namely customer satisfaction. 
To perform its extensive emergency activities throughout the country, Emdad Khodro 
Company of Iran takes advantage of large network of relief centers, repair shops, agencies and aid 
workers, in a way that the company has been able to provide standard emergency services in the 
shortest possible time to its subscribers through the utilization of the fixed and mobile teams. 
Strategies of Emdad Khodro Company of Iran 
First strategy: Increasing the market share of services (S1) 
Second strategy: Developing the network of services (S2) 
Third strategy: Creating new business (S3) 
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MCDM techniques 
Multi-criteria decision making techniques are approaches that deal with ranking and 
selection of one or more options among the various options. They provide an effective framework 
for comparing different options on the basis of various evaluation criteria. 
Multi Criteria Decision Making (MCDM) is referred to a set of decision-making methods 
that are employed to prioritize and select the most appropriate option from the available options 
based  on the decision-making criteria and matrix (Rajab Zadeh, 2002). In these methods, several 
indicators are evaluated simultaneously for being properly used. 
Decision-making is one of the most essential and important functions of management and 
realization of organizational goals depends on its quality. Such that, according to Herbert Simon, 
decision-making is the basic essence of the management. Decision-making process can be 
represented as follows: 
 
                                                    Decision Making 
 
 
 
 
 
 
                                                       Problem Solving  
Figure 2: Decision-making process 
One of the techniques of decision-making, through the use of quantitative data is multi-
criteria decision making. Manager by using techniques of multiple criteria decision making can 
consider different criteria for making decisions that are sometimes in conflict with each other and 
hence, he can make rational decisions. Generally, MCDM is a powerful decision making tool that 
structures the issue clearly and systematically. In Figure 2, the integration between ANP and 
TOPSIS has been demonstrated in a form of five-step process for marketing strategy decision 
making. In the first step, criteria are determined for decision-making. In the second step, the 
relationship between marketing resources is specified. In steps three and four, weight of criteria and 
structuring of decision matrix by using the ANP method are performed and finally, in the last stage 
by using TOPSIS technique, the strategies are ranked. 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3: Decision-making framework of marketing strategy 
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Marketing strategy 
Results of the studies conducted by Wu et al. (2010) in the field of marketing strategy 
suggest that organizations gradually realized that if they use proper marketing strategy, they will 
achieve a sustainable competitive advantage. Also, according to the studies of Panayides (2004) 
companies by segmenting the market and using proper strategy for creating value for customers and 
gaining competitive advantage are seeking to achieve excellent performance. Kotler (2002) in his 
studies, proved that industrial companies are also looking for alternative strategies in their 
competitive arena. Among these strategies, we can refer to market penetration, product and market 
development and diversification. Kotler and Keller (2012) believe that the performance of marketing 
system for enterprises can be studied from two approaches. In the first approach, marketing is 
viewed as a unit that is in operation along with other parts of the organization. In the second 
approach, marketing performance is considered to be measurable in all units. In this case, all parts of 
the organization cover the task of the marketing (Shafei, 2012). 
In a classification, various types of strategies are classified in three categories including the 
whole company’s strategies, business strategies and functional strategies. Functional strategy is an 
employed attitude of a working area for reaching the goals and strategy of the entire company and 
business by maximizing the productivity of resources. Functional strategies include strategies of 
marketing, finance, research and development, production and operations, human resources 
management and information systems. Thus the marketing strategy is placed at the level of 
functional strategies (Ali Ahmadi, 2003). Porter believes that three types of general strategies can be 
selected as follows: a. cost leadership, b. differentiation, and c. focus. The purpose of cost leadership 
strategy is to gain competitive advantage through the production of goods at the lowest possible cost 
as compared to the competitors. According to the differentiation strategy, the company enters into 
the manufacturing and marketing of a single product for a large market. The way to achieve 
differentiation strategy includes the development of a single form of career fields, the use of a single 
technology and single service to customers or similar cases. The focus strategy mainly focuses on 
one or more products (buyer). The logic of this approach is based on the grounds that paying 
attention to a single market or a product will led to greater and more accurate servicing in 
comparison to companies with multiple markets (Ali Ahmadi, 2003). Sources are the basis of 
analysis and include all inputs of business process. Financial, technical, human and organizational 
resources provide conditions for creating capability. In fact, the capabilities of any organization are 
created and emerged from a source in a combination with the organizational resources and they 
become the basis of creating competitive advantage. Capabilities are the activities that make the 
difference between companies in a specific industry and also they are difficult to imitate. These 
capabilities include the routines and activities of the organization and organizational measures. 
Therefore, capabilities show up themselves within the organizational routines and measures and 
necessarily, they possess complexity and ambiguity and are difficult to imitate and transfer (Hamid 
Zadeh et al., 2006). The resource-based view is a new approach in theoretical discussions of 
strategic management that considers the resources, capabilities and core competencies of the 
organization as the basis for the formulation of strategies. In this view, the effectiveness of resources 
is not the same for pushing the organization toward success. This approach emphasizes on the 
company's internal resources as a potential source of competitive advantage. Valuable resources are 
rare, inimitable and non-substitutable (Hamid Zadeh et al., 2006). Focusing on the marketing 
resources and capabilities, for functional superiority and measures, cannot be dependent on an 
element. Measures should allocate those marketing resources and capabilities that are able to meet 
demands of marketing strategy in the best way. 
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Hooley (1992) proposed four types of marketing assets including customer based assets, 
supply chain assets, alliance-based assets, and internal assets. Also, according to Kotler (1998) 
marketing strategy consists of mass marketing strategy, product-variety marketing strategy and 
target marketing, development of target market strategy, challenger strategy, marketing follower 
strategy and specific marketing strategy on the basis of prospect of competitive position. The best 
condition for the detection of marketing strategy is provided by Hooley (1992) who classifies the 
resources that can obtain value in the market, including market-based resources and supporting 
sources of market. Therefore, marketing resources are those that can quickly gain a competitive 
advantage in the market which include customer linking capabilities, market innovation capabilities, 
human resource assets, and reputational assets. Also, market supporting sources include the 
managerial capabilities and market orientation, basic services to support marketing activities and the 
direct influence on competitive advantage (Cheng-Shiung and Lee, 2010). 
ANP 
Analytic Network Process (ANP) was developed in 1971 by Saaty that is one of the most 
widely used methods in multiple criteria decision making. ANP is an expanded form of AHP in 
which the problem is extracted from the hierarchical type and forms a non-linear network or system 
and the rules and procedures of AHP can no longer be used. Following the limitations of AHP and 
its inability in covering the dependence between the criteria and factors, another approach was 
developed by Professor Saaty which has been known as Analytic Network Process (ANP).  
To determine the relationship of dependency, the technique of analytic network process 
(which is the expanded form of analytic hierarchy process) is used to specify the relative importance 
of the criteria. Analytic network process is developed to provide more realistic conditions for the 
decision making without considering the assumptions in unilateral hierarchical relationship between 
levels of decision (Asgharpour, 2004). Structuring of the decision-making process is performed with 
respect to a scenario influenced by multiple independent factors. ANP, not only does not impose a 
hierarchical structure on the issue, but rather it models the issue by using a system with feedback 
approach. In Figure 1, a three-level structure of objectives, criteria and options have been presented 
in the hierarchical form of (a) and the network form of (b): 
 
Figure 4: Hierarchical structure (a) and network structure (b) (Source: Saaty, 1999) 
a. Model building and structuring the problem 
• The problem should be clearly stated and be decomposed to a logical system (for example 
a grid). The mentioned structure can be acquired through the use of the opinions of decision-makers 
and the methods such as brainstorming or other appropriate methods. 
b. Pairwise comparison matrices and priority vectors 
• Elements of the decision, in every part, are compared in pairs according to their importance 
in controlling criteria and every part is compared with the other through the paired comparison with 
respect to their impact on the target. Some questions are asked from the decision-makers - in the 
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form of a series of paired comparisons- about the matter that what impacts can two elements or two 
parts have on the upper hand criteria when they are compared to each other? 
• If there is an interaction between the elements of a part, by using paired comparisons and 
obtaining specific vector of each element, the level of impact of other elements on it should be 
demonstrated. 
• The relative importance is achieved by using a relative scale. For example, the scale of 1 to 
9 can be employed in which score of 1 indicates the equal importance of the two elements to each 
other and the score of 9 is the sign of the paramount importance of an element (level of matrix) in 
comparison to the other (column of matrix). 
• In ANP, paired comparison is done in the form of a matrix and priority vector of weight is 
obtained with an estimate of the relative importance of elements or parts which can be obtained by 
solving the following equation: 
A.W = Y (max) .Wi 
c. Forming Super matrix 
• Super matrix is able to limit the coefficients used to calculate all priorities and as a result, it 
is the cumulative effect of each element on other interacting elements. 
• When a network, regardless of the purpose, merely involves two clusters called criteria and 
alternatives, the provided matrix approach is applied for the dependencies of the elements of a 
system. 
• On the one hand, matrix is in fact a segmented matrix that each of its parts represents the 
relationship between these two groups (parts or clusters) in a system. 
d. Selection of the best options 
• In a case that the super matrix, formed in the previous step, covers whole network then, the 
priority weights can be found in the column of options in a normalized super matrix. 
• If a super matrix contains only interrelated parts, there will be greater need for more 
computations for achieving the overall priority of options. Ultimately, the option, with the greatest 
priority, becomes known as the superior option. 
TOPSIS 
Other useful technique for solving problems related to multivariate decision making is 
TOPSIS (Azar and Rajab Zadeh, 2002). This method was presented in 1981 by Howang and Yoon. 
TOPSIS is based on the notion that the selected option should have the minimum distance from the 
positive ideal point and the maximum distance from negative ideal point. In the first step, the scales 
available in the decision-making matrix should be unscaled. In a way that each of the values is 
divided on the size of the vector related to the same index. In fact, decision-making matrix is a 
parameter that should become quantitative, for this purpose in the second step the decision-maker 
determines a weight for each index. 
The two virtual options are in fact the worst and the best solutions. In the fourth step, 
Euclidean method is used to measure the distance between each option, that is, the distance between 
the corresponding options is found from the positive and negative ideal options. The fifth step is 
about calculating the relative closeness to the ideal solution and the last step is about ranking of 
options; finally, the options are ranked on the basis of descending order. The purpose of marketing 
strategies is to find a way for gaining competitive advantage. The present paper describes the 
application of this issue on EmdadKhodro Company of Iran which is a servicing company in the 
automotive industry. After studying about the goals and strategies of the Company, the marketing 
strategies are determined in order to be studied and a committee consisting of 6 managers and 
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experts is formed. Also, the criteria include customer linking capabilities, market innovation 
capabilities, human resource assets, reputational assets, customer satisfaction and market share. 
Findings of the study  
Dependent relationship between marketing resources is determined by the effects of each 
market source on the others and with the guidance of paired comparisons. 
For each criterion and its inputs, a matrix is formed and paired comparisons are conducted by 
the assessors. Then, by using their outputs, the weight of criteria is determined. To increase the 
stability of pairwise comparison, the concept of comparison framework is explained accurately for 
each assessor. Normalized vector for the correlation matrix is given in Table 8. According to the 
results presented in Table 9, the weight of each marketing resources is as follows: managerial 
capabilities (0.189), customer linking capabilities (0.130), market innovation capabilities (0.216), 
human resource assets (0.120), reputational assets (0.077), customer satisfaction (0.103), and quality 
of services (0.164). 
After obtaining the weight of criteria, the TOPSIS method is used. Initially, normalized 
matrix (Table 10) is obtained and then, strategies are ranked (Table 11). 
Table 1: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of managerial capabilities 
Weight Service 
Quality 
Human resource 
assets 
Market innovation 
capabilities 
Managerial 
capabilities 
 
0.362 1.500 2.500 1.500 1.000 Managerial capabilities 
0.261 1.000 2.250 1.000 0.667 Market innovation capabilities 
0.137 0.625 1.000 0.444 0.400 Human resource assets 
0.239 1.000 1.600 1.000 0.667 Service Quality 
Table 2: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of customer linking capabilities 
Weight Service 
quality 
Customer 
satisfac 
tion 
Reputa 
tional 
assets 
Human 
resource 
assets 
Market 
innovation 
capabilities 
Managerial 
capabilities 
Customer 
linking 
capabilities 
 
0.206 1.500 1.250 2.000 2.000 1.500 2.000 1.000 Customer 
linking 
capabilities 
0.156 0.750 0.750 0.750 2.750 2.500 1.000 0.500 Managerial 
capabilities 
0.164 1.000 1.500 2.500 2.500 1.000 0.400 0.667 Market 
innovation 
capabilities 
0.085 0.625 0.750 1.000 1.000 0.400 0.364 0.500 Human 
resource 
assets 
0.102 0.625 0.750 1.000 1.000 0.400 1.333 0.500 Reputational 
assets 
0.139 1.000 1.000 1.333 1.333 0.667 1.333 0.800 Customer 
satisfaction 
0.148 1.000 1.000 1.600 1.600 1.000 1.333 0.667 Service 
quality 
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Table 3: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of market innovation capabilities 
Weight Service 
quality 
Customer 
satisfaction 
Managerial 
capabilities 
Human 
resource 
assets 
Customer 
linking 
capabilities 
Market 
innovation 
capabilities 
 
0.266 1.500 2.000 1.500 2.500 2.000 1.000 Market innovation 
capabilities 
0.168 2.000 1.500 0.750 1.500 1.000 0.500 Customer 
linking capabilities 
0.147 2.500 1.500 0.625 1.000 0.667 0.400 Human resource assets 
0.212 2.500 2.000 1.000 1.600 1.333 0.667 Managerial capabilities 
0.107 1.000 1.000 0.500 0.667 0.667 0.500 Customer satisfaction 
0.100 1.000 1.000 0.400 0.400 0.500 0.667 Service quality 
Table 4: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of human resource assets 
Weight Customer 
linking 
capabilities 
Managerial 
capabilities 
Reputa 
tional  
assets 
Market 
innovation 
capabilities 
Human 
resource 
assets 
 
0.174 1.500 2.000 0.500 0.415 1.000 Human resource assets 
0.259 1.500 2.500 0.580 1.000 2.410 Market innovation capabilities 
0.276 0.750 2.500 1.000 1.724 2.000 Reputational assets 
0.104 0.750 1.000 0.400 0.400 0.500 Managerial capabilities 
0.187 1.000 1.333 1.333 0.667 0.667 Customer linking capabilities 
Table 5: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of reputational assets 
Weight Service 
quality 
Market 
innovation 
capabilities 
Customer 
linking 
capabilities 
Managerial 
capabilities 
Customer 
satisfaction 
Human 
resource 
assets 
Reputational 
assets 
 
0.108 1.125 0.580 0.500 0.375 1.250 0.580 1.000 Reputational 
assets 
0.125 0.625 0.625 1.500 0.625 0.750 1.000 1.724 Human 
resource 
assets 
0.150 1.000 0.750 1.500 1.500 1.000 1.333 0.800 Customer 
satisfaction 
0.131 0.580 0.500 0.580 1.000 0.667 1.600 2.667 Managerial 
capabilities 
0.134 0.660 0.750 1.000 1.724 0.667 0.667 2.000 Customer 
linking 
capabilities 
0.186 1.000 1.000 1.333 2.000 1.333 1.600 1.724 Market 
innovation 
capabilities 
0.167 1.000 1.000 1.515 1.724 1.000 1.600 0.889 Service 
quality 
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Table 6: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of customer satisfaction 
Weight Human 
resource 
assets 
Market 
innovation 
capabilities 
Customer 
linking 
capabilities 
Managerial 
capabilities 
Service 
quality 
Reputational 
assets 
Customer 
satisfaction 
 
0.258 3.000 1.500 3.500 3.500 1.000 2.500 1.000 Customer 
satisfaction 
0.079 1.000 0.625 0.750 0.750 0.290 1.000 0.400 Reputational 
assets 
0.220 2.500 1.500 2.500 1.500 1.000 3.448 1.000 Service 
quality 
0.112 2.500 0.750 0.750 1.000 0.667 1.333 0.286 Managerial 
capabilities 
0.125 1.500 2.000 1.000 1.333 0.400 1.333 0.286 Customer 
linking 
capabilities 
0.135 2.500 1.000 0.500 1.333 0.667 1.600 0.667 Market 
innovation 
capabilities 
0.070 1.000 0.400 0.667 0.400 0.400 1.000 0.333 Human 
resource 
assets 
Table 7: Correlation matrix of weighting matrix of marketing resources by considering the 
criteria of service quality 
Weight Reputational 
assets 
Human 
resource 
assets 
Market 
innovation 
capabilities 
Customer 
linking 
capabilities 
Managerial 
capabilities 
Customer 
satisfaction 
Service 
quality 
 
0.256 2.500 2.500 2.500 1.500 2.000 2.000 1.000 Service 
quality 
0.146 1.500 1.500 0.750 1.500 1.500 1.000 0.500 Customer 
satisfaction 
0.127 1.500 2.500 0.750 0.750 1.000 0.667 0.500 Managerial 
capabilities 
0.133 1.500 1.500 0.750 1.000 1.333 0.667 0.667 Customer 
linking 
capabilities 
0.172 2.500 2.500 1.000 1.333 1.333 1.333 0.400 Market 
innovation 
capabilities 
0.081 1.000 1.000 0.400 0.667 0.400 0.667 0.400 Human 
resource 
assets 
0.085 1.000 1.000 0.400 0.667 0.667 0.667 0.400 Reputational 
assets 
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Table 8: Correlation matrix of evaluation criteria 
Service 
quality 
Customer 
satisfaction 
Reputational 
assets 
Human 
resource 
assets 
Market 
innovation 
capabilities 
Customer 
linking 
capabilities 
Managerial 
capabilities 
 
0.127 0.112 0.131 0.104 0.212 0.156 0.362 Managerial 
capabilities 
0.133 0.125 0.134 0.187 0.168 0.206 0 Customer 
linking 
capabilities 
0.172 0.135 0.186 0.259 0.266 0.164 0.261 Market 
innovation 
capabilities 
0.081 0.070 0.125 0.174 0.147 0.085 0.137 Human 
resource 
assets 
0.085 0.079 0.108 0.276 0 0.102 0 Reputational 
assets 
0.146 0.258 0.150 0 0.107 0.139 0 Customer 
satisfaction 
0.256 0.220 0.167 0 0.1 0.148 0.239 Service 
quality 
 
Table 9: Weights of evaluation criteria 
Service 
quality 
Customer 
satisfaction 
Reputational 
assets 
Human 
resource assets 
Market 
innovation 
capability 
Managerial 
capability 
Customer linking 
capability 
 
0.164 0.103 0.077 0.120 0.216 0.189 0.130 W^T 
Table 10: Normalized decision matrix 
SQ CS RA HRA MIC CLC MC  
0.48 0.48 0.35 0.27 0.3 0.04 0.30 S1 
0.41 0.50 0.18 0.37 0.27 0.41 0.41 S2 
0.31 0.35 0.21 0.38 0.56 0.21 0.49 S3 
Table 11: Final ranking of marketing strategies 
RC*i S-i S*i Marketing Strategy Rank 
0.1457 0.001154 0.006764 S1 1 
0.4400 0.00338 0.004301 S2 2 
0.7652 0.00577 0.00177 S3 3 
Discussions and Conclusions 
The purpose of the present study is to provide a framework for determining the best 
marketing strategy. In this study, ANP and TOPSIS were used for weighting the criteria and ranking 
the strategies. The results indicate that the innovation capability, managerial capability and quality 
of services, in Emdad Khodro Company of Iran, are considered among the most important 
capabilities and marketing resources for selecting a competitive marketing strategy. In other words, 
they are powerful resources and customer linking capabilities, human resources, customer 
satisfaction and reputation are relatively weak for the company in question. In this study which was 
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conducted with the aim of determining the best marketing strategy MCDM techniques were used for 
weighting the criteria and ranking of the strategies. The findings of the study show that the proper 
strategy for the mentioned company is the creation of new business because this company is 
subsidiary company of Iran Khodro Company which is one of the largest domestic manufacturers of 
car and it seems that it has a good market share. This company has also expanded its services across 
the country therefore, by conducting scientific researches and necessary studies and gaining detailed 
knowledge about their strengths, the company can take advantage of market opportunities and enter 
new businesses in accordance with market needs (of course in this regard, the necessary and 
sufficient researches should be conducted). Also, considering the current business environment, the 
mentioned company should look for more customer share because the high innovation of this study 
leads us to this direction. 
The strategy of creating new business with operational value of 0.7652 is considered to be 
the best option and service network development strategy and the strategy of increasing market 
share of services was ranked as the second and third options for the discussed company. 
Suggestions for further research 
Results of the present study are specifically useful and applicable for Emdad Khodro 
Company of Iran. Hence, initially, it is recommended to conduct a research in order to identify the 
obstacles that prevent the implementation of marketing strategy in the discussed company. 
Secondly, a similar research should be carried out in Emdad Khodro Company of Iran because, 
since Iran Khodro Company is one of the largest domestic manufacturers of car, ranking of 
strategies will be considerably helpful in the progress of this company. 
References 
Adel, A., & Rajab Zadeh, A. (2002). Applied Decision-making, Negah Danesh Publications, First 
edition, Tehran. 
Alem Tabriz, A., Bagherzadeh Azar, M. (2009). Combination of Fuzzy AHP and Adjusted TOPSIS 
for Selecting Strategic Supplier. Journal of Management Studies, Second Edition, 3, 29 - 30 
Ali Ahmadi, A., Fathallah, M., & Taj Al-din, I. (2003). Comprehensive Approach to Strategic 
Management, Tolid-e Danesh Publications, Sixth Edition,Tehran.  
Asgharpour, M. J. (2004). Multi-criteria Decision-making, University of Tehran Press, Third 
Edition, Tehran. 
Bagherian, M. (2001). Wise Decision-making: A New Approach to Modeling in Management, 
Public Administration Training Center Press, First edition, Tehran. 
Barahooyi Seyed Alizadeh, S. (2014). Identification and Formulation of Strategy in the Organization 
by Using ANP and TOPSIS techniques, Marketing Articles, 1. 
Cai, Y., & Wu, W. (2001). Synthetic Financial Evaluation by a Method of combining DEA with 
AHP. International Transactions in Operational Research, 8, 603-609. 
Danesh Shakib, M., & Fazli, S. (2009). Ranking of Cement Firms in Tehran Stock Exchange with 
Hybrid Approach (AHP- TOPSIS). Journal of Management Perspective, 32, 109-129. 
Ertugrul, I., & Karakasoglu, N. (2007). Performance Evaluation of Turkish Cement firms with 
FUZZY Analytic Hierarchy Process and TOPSIS Method. Expert system with Applications, 
Article in press. 
Firouzian, M., Mohammadian, M., & Ghafourian, H. (2006). Weighting and Ranking of Factors 
Affecting Customer Satisfaction in the Car Industry by Using Analytic Hierarchy Process 
(AHP). Management Culture, 4 (XIII), 1-26. 
Godsi Pour, H. (2002). Analytic Hierarchy Process of Data, Tehran, Amirkabir University of 
Technology, Publishing Center. 
Openly accessible at http://www.european-science.com                                                                   2252 
 
  
Akram Abdolmaleki, Mohammad Aghaei 
 
 
 
 
Godwing Udo, G. (2000). Using analytical hierarchy process to analyze the information technology 
out sourcing decision, Industrial Management and Data System, 100, 9. 
Hamidi Eskandari, A. (2009). The Application of Multi-criteria Decision Making Methods in 
Capital Budgeting by Using TOPSIS), 2. 
Hamidizadeh, M. R., & Hosseinzadeh Shahri, M. (2006). Designing a Model for Identifying, 
Assessing and Determining the Strategic Capabilities. Journal of Managerial Sciences of 
Iran, I (4), 1-28 
Jabbari, F. (2000). Ranking of the industries on the basis of elected economic indicators by using 
AHP, MS Thesis of Industry, Technical Faculty of Tehran University. 
Jaworsky, B., & Kohi, A. (1993). Market Orientation; antecedent and consequences, Journal of 
Marketing, 57, 53-70. 
Kotler, P., & Armstrong, G. (2001). Principle of Marketing. U.S.A.: prentice – Hall. 
Momeni, M., & Najafi Moghaddam, A. (2004). Evaluating the Economic Performance of Listed 
Companies in Tehran Stock Exchange by Using TOPSIS. Economic Research Quarterly,  
3, 55. 
Monzavi, M.R. (1995).Designing the Optimal Strategy of NOUBA Company Through the Use of 
AHP Model. Master Thesis, Department of Industrial Engineering at Sharif University of 
Technology. 
Muller, M.H., & Fairlieclark (2001). Using the AHP to determine the correlation of productive 
issues to profit. European Journal of Marketing, 35, 7. 
Saaty, T.L. (1999). Fundamentals of the Analytic Network process, proceedings of ISAHP, Kobe, 
Japan. 
Seyed Javadian, S.R., & Aghazadeh, H. (2004). Smart Marketing Strategy. Journal of Management 
Knowledge, 65, 123. 
Shafei, R. (2012). Study of the Effectiveness of Strategies of Participation in the Market from the 
Managerial Perspective and their Relationship with the Choice of Marketing Measures in the 
Industrial Manufacturing Companies. Scientific-Research Journal of New Marketing 
Research,  IV (2), 82-104. 
Wang, Y. J. (2008). Applying FMCDM to Evaluate Financial performance of Domestic Airlines in 
Taiwan. Expert systems with Applications, 34, 1837-1845. 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
Openly accessible at http://www.european-science.com                                                     2253 
 
